CLUB BENSON & HEDGES "CREATIVE LOO K" BRIEF 


PROGRAM OVERV IEW 

From 1986 through 1992, Benson & Hedges' sponsorship of Jazz, Blues and 
R&B concerts and bar programs helped to associate the brand's equity of style 
and sophistication with music and drew many smokers to the B&H franchise. 

With the introduction of the "Empathy" ad campaign in 1994, the brand 
transitioned away from the established music heritage/equity and focused 
attention on enhancing/reinforcing the new brand positioning statement -- "the 
length you go to for pleasure." 

In 1995. "Club Benson & Hedges" was developed to provide an opportunity for 
the brand to establish highly visible and proprietary presence in key markets 
through a focused modular program designed to bring the "empathy" positioning 
to life. "Club Benson & Hedges" was an upscale, mobile smokers' lounge that 
provided attendees with the ability to smoke and sample Benson & Hedges 
products, while enjoying live music, free beverages and gifts. 

PROGRAM BACKGRO UND 

In 1996, B&H is focusing its efforts on the Urban/Ethnic franchise. To this end, a 
program was developed to, again, leverage the brand's heritage/equity in music 
and create awareness and excitement around B&H in key Urban/Ethnic markets. 

Under the "Club Benson & Hedges" umbrella, B&H will reach consumers through 
the sponsorship of a high profile music program in unique club settings. Over 90 
nights of the best contemporary urban music in America will be performed during 
the summer/Fall of 1996 in four to six key clubs during five consecutive weeks in 
six of the brand's top markets, including Los Angeles, Chicago, Dallas/Ft. Worth, 
Houston, New Orleans and Atlanta. 

Utilizing the current "Club Benson & Hedges" logo, the following requests the 
development and incorporation of a "creative look" for the Club B&H club/bar 
music program. 

PROGRAM OBJECTI VES 

• Increase visibility of Benson & Hedges in key Urban/Ethnic markets 
•Leverage Benson & Hedges equity in music 

•Enhance Benson & Hedges stylish/classy/aspirational image among 
Urban/Ethnic smokers 

•Build continuity of purchase among Benson & Hedges’ smokers and create trial 
and purchase opportunities among key competitive smokers 
•Generate names for the database 
•Generate publicity 
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PROGRAM STRATEGIES 


•Build on Benson & Hedges' equity in music under the "Club B&H" umbrella in 
primary clubs in six key brand markets 

•Reach aspirationai 21-45 year-old adult urban smokers in an atmosphere of fun 
and sophistication 

•Extend brand visibility through advertising and public relations campaigns 
promoting the events 

•Excite the public and generate interest in event attendance 

AUDIENC E 

Aspirationai, sophisticated 21-45 year-old adult Urban Ethnic Benson & Hedges 
and competitive smokers 

CREATIVE ASSIGNMENT 


Objective s: 

Achieve a memorable event image with longevity that is transferable among all 
event elements, promotional vehicles, and branded support materials. 

Create an eye-stopping visual for ads/posters/flyers that will seize the reader's 
attention, causing them to reach further because they want to know more and be 
a part of the "new and happening" program. Create a look utilizing the existing 
Club Benson & Hedges logo that will communicate the following: 

1) Benson & Hedges 

2) Contemporary Urban Music 

3) Sophistication 

4) Unique/aspirational/exciting 

We would like to see several versions of each creative assignment focusing on a 
new and fresh look symbolizing the stylish/ciassy aspirationai image of the Urban 
Ethnic Benson & Hedges smokers 21+. 

SPECIAL INSTRUCTI ONS 

• Creative "look" incorporating the existing logo must be adaptable to 
various materials ranging in size and shape (i.e. t-shirts, caps, 
lighters, stationery, bar materials, banners, POS materials, ROP, OOH, 
print, etc. Agency should present materials with tobacco warning boxes 
and t&n shown. 

• Utilize PMS colors and other desired hues needed to make the "look" 
exciting, however, keep in mind that four-color art works best for the 
number of different materials that we need to produce. 

• Creative "look" should be bright, sophisticated, fun, contemporary, and 
broadly appealing to a music-loving adult audience. 

• POS and print materials should have available space for at least 6 artists 

names. © 
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• Each execution should be presented in three formats (outdoor, print and 
ROP). 

• Keep it simple. 

• The "look" must coordinate with the existing Club B&H logo. 

• Add life and action to the "creative look," without utilizing the likeness of 
celebrities. 

NEXT STEP S 

Date: Activity : 

February 23,1996 Comps Due 


em 


cc: i. Broeman 

B. Ferrin 
M. Medina 
E. Moore 
R, Weiner 
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